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Quick Facts about Campbell 
River 



1. Identifying passionate locals

2. Creating connections

3. Growing the local network of ambassadors







1. Contracts & formal agreements

2. Usage rights

3. Proper compensation

4. Clear communication & deliverables



AMBASSADORS VS. 
INFLUENCERS

“A person who inspires and guides the 

actions of others, often through posting on 

social media”





While these may all sound similar, the reality is that each brings a 

very unique and varying degree of representation to your audiences 

and destination. 

How you tap in and leverage these three parties will be key in 2021 

efforts as we all continue to leverage what we can to create recovery 

within our regions. 



LOCALS

“Belonging or relating to a particular area or 

neighbourhood, typically exclusively so.” 



RESIDENTS

“A person who lives somewhere 

permanently or on a long-term basis.” 



AMBASSADORS

“A person who acts as a representative or 

promoter of a specified activity.” 





1. Delivering the content

2. Delivering an overriding message

3. Delivering experiences

4. What has this done for our Content Creation?

5. What has this done for our ambassadors? 



DELIVERING THE CONTENT

● Conveying overall themes and 

messaging.

● Creating a cohesive story between 

the DMO, stakeholders and 

ambassadors 

● Utilizing the knowledge and skills of 

our ambassadors to help fill content 

gaps 



DELIVERING AN OVERRIDING 
EDUCATIONAL MESSAGE

● Always asking our partners to 

include Leave No Trace & Adventure 

Smart messaging.

● Utilizing local voices allows us to tell 

our brand story through a local 

perspective.



DELIVERING EXPERIENCES

● Through connecting our 

ambassadors with stakeholders we’re 

able to connect the storytelling dots 

and create high-quality content that 

speaks to how our partners fit into 

the larger story of the destination 

● From these partnerships with 

Stakeholders, we’re also able to create 

realistic itineraries for visitors 

including the time needed for the 

activity and how far to book in 

advance



WHAT HAS THIS DONE FOR 
OUR CONTENT CREATION? 
AND FOR OUR 
AMBASSADORS

● How can this help build your brand?

● Do your ambassadors have their own 

networks you can leverage further 

over time?

● What special skills do your 

ambassadors have that you can 

leverage? - genuine authenticity & 

“personification of a perfect visitor” 



THE ESSENTIAL BIG DATA FOR DESTINATION MARKETING 

Gathering Sentiments

A Tourism Sentiment Score™ allows us to understand in a 

single snapshot the overall attitude of conversations 

about Campbell River through the eyes of its visitors, and 

provides a performance benchmark to track over time. 

Throughout the report, attitudes are marked as promoter, 

passive or detractor.

Applying the Formula

Once scanning, monitoring and analysis of all online 

conversations happening around the world related to 

Campbell River are complete, we apply the Tourism 

Sentiment Score™ formula.





1. Identify three potential unique selling propositions for 

your destination. (ex: camping, foraging food, local art)

2. Think of two locals for each that personify this niche. 

(ex: include Instagram handles, local storytellers, etc.)

3. Consider three to four local stakeholders that could 

host and tell this story to enrich it.





1. Creating local pride.

2. Filling in existing content gaps.

3. Telling the broader story of your destination.

4. Strengthening stakeholder cross promotion & collaboration. 



carly@destinationthink.com
tamasyn@destinationthink.com


